Google Analytics Cheat Sheet

The new and improved, semi-definitive guide to getting the most out of Google Analytics.
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INSTALLING GOOGLE ANALYTICS

Once you create your account you'll want to
locate your Tracking ID by going to Admin >
Tracking Info > Tracking Code. Then you can
either install the gtag.js script provided there
or copy your Tracking ID and create a Google
Analytics Variable in Google Tag Manager.

EVENT TRACKING

Using Google Tag Manager, you can listen for
any clicks or form fills that occur on your site
and send an event to Google Analytics when
those things happen. This is really useful for
actions a user can take that don't result in a
unique URL in the browser.
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USERS

In the Summer of 2018, Google announced cross-de-
vice capabilities through Google Signals. It utilizes
Chrome login to tie in user behavior across devices.

Enabling this might lower your User baseline, but you
can be sure it's a more accurate user count.

AVG. SESSION DURATION

Formerly known as Avg. Time on Site, Avg. Session
Duration counts anyone who Bounces as a zero. So be
sure to apply a Non-Bounce Segment to understand
how much time people who see more than one page
are spending on your site.
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https://developers.google.com/analytics/devguides/collection/gtagjs/
https://support.google.com/tagmanager/answer/6107124?hl=en
https://support.google.com/tagmanager/answer/6106716?hl=en
https://www.blog.google/products/marketingplatform/360/cross-device-capabilities/
https://support.google.com/analytics/answer/1009409?hl=en

Google  whatismyip UBNCY
[
t Al Maps  News  Boois  Shopping  More setings  Toos
ers About 1,840,000,000 results (0.34 seconds)

123.12.12.12

| P ADDRESSES Your public IP address

- Leam more about IP addresses

Make sure you aren't polluting your Google ootk

Andlytlcs ddto Wlth Internql trqfﬂc from your What Is My IP? Shows your real IP - IPv4 - IPv6 - WhatlsMyIP.com®

business or vendors you work with. Build a list I P e e Lo, Chaog .o B, 0 WHO, et Spend o,

Trace An Email, Host Name Lookup, User Agent, Server

Of IP Oddresses you use regulor by Seorching 1P Address Lookup - My IP Information - What Is My Public IP Address - My IP
"what is my IP" on Google and excluding it

All accounts > www.portent.com (Curr
P ( oo

. . . . i ry searching “Top countries users” d T3
from your traffic with a view-level filter. vties  wwwportent.com - & T e epceunvety *

ADMIN USER

ont.com Filter Name
LOWERCASE
() B View Settings -

82 User Management redetned

Incoming URLs with camel-case (e.g. exam-

. = Goals Exclude
ple.com/ImportantPage) can create multiple e
. . . A Content Grouping ® Lowercase
line items in your content reports for the same . S
pages. Be sure to employ a lowercase filter to s .

Search and Replace

solve for that. T Ecormerc stings

Advanced

Dd Calculated Metrics 6ca ~ (2 Filter Help: Lowercase > Request URI

PERSONAL TOOLS & ASSETS ‘Google Analytics s case sensitive, 5o it captures the data exactly as it appears in the location bar of the browser. Therefore, if a mixed case
L URL s inthe browser, it will be captured and displayed as mixed case within your Googl You can use filter
ElE segments 1o change URLS like '/ Thankyou.html and */ ThankYou.html' i in your reports: ‘/thankyou.htm" P can

transform these same URLS into / THANKYOU.HTML.

(E Annotations
v Learn more about regular expressions

il Attribution Models

_ e )35 Analyzing Reports

Bomcenue 295/ avpsemion (S0 oo
ourton

Source Madiam LondiogPoge

i b Newbsas  Sessions

47,796 45409 63644 86.04% 1.31 00:00:52 4.75% 3,025 $0.00

| EE SECONDARY DIMENSION

Iools/ttlemaker ® 5157 (006 4798 (057 | 6447 8756 118 000041 307% 256 000

pro— 2 [ o | 2 s [ wn wo e mme | swn @ e s Almost all reports in Google Analytics can become

blog/social-media/how-o find-pag
esyoulike andunlker® 335 4 3294 3430 < 913 108 000013 128% 44 000

I . ! infinitely more useful by adding a secondary
= googie/ arganic Toer preven 100 T 1e%s oo 1268 Fr ook 118 000054 asz% 158 000 dimension. Start by using it to ﬁnd the top

fblog/project management/101ips-
forarsuccessfurpostmortemhim 1204

s ) e R P s performing source and landing page combinations.

ondary dimension ¥ | Sort Type: | Weighted ~ Advanced Filter ON
P s J— WEIGHTED SORT

Pages / Session ‘Avg. Session Duration Goal Co .
vses New Users sessons somcere 1 ” Rate You can also use weighted sort to help surface pages
022N o S0-44% (NRIZC O} (JRSN00-00 518 N, with high and low conversion rates that apply to a lot
4) %) (-0.51%) %)

of Total: 98.11% | Avg for View

1
/ (none) 12,654 (2608%) 11,534 (2557%) 18,826 (30.15%) 84.59% 134 00:00:55 Of SeSSiOnS inSteGd OFJUSt a feW.

cpe 509 (1.05%) 456 (1.01%) 687 (110%) 56.48% 2.26 00:01:27
com / referral 428 (088%) 395 (088%) 616 (0.09%) 81.33% 137 00:01:34
com / referral 270 (056%) 228 (051%) 340 (054%) 79.41% 1.60 00:01:14
-~ AR inosen A% i a0 Ra1 0 oo 22 700 145 ana1an

() PORTENT


https://support.google.com/analytics/answer/1034840?hl=en
https://support.google.com/analytics/answer/1033162?hl=en
https://support.google.com/analytics/answer/6175970?hl=en
https://support.google.com/analytics/answer/1042020?hl=en
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DATA SAMPLING All Traffic
The free version of Google Analytics employs sampling,
. . This report is based on 85.26% of sessions. Learn more
usually when the number of sessions in your date range All U
exceeds 500K and you try to apply any filters or 100.01 ' Greater precision =

segments to your data.
This means Google is using a sample of your total

sessions to extrapolate what it thinks happened with
the rest of the sessions.
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MULTI-CHANNEL FUNNELS e - i
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But in the multi-channel funnels report, Google
Analytics operates on a true Last Click model where in
that previously mentioned scenario, Direct would get
the credit for the conversion.

TAGGING CAMPAIGNS

For the most part, Google Analytics can detect
incoming traffic sources with a fair amount of

Share the generated campaign URL

Use this URL in any promotional channels you want to be associated with this custom campaign

daccuracy, especmlly unpold sources Gnd GOOgle AdS. https://www.example.com/?utm_source=newsletter&utm_medium=email&utm_campaign=spring-
But for things like email campaigns and social media 2019 y
trGfﬁC yOU'” need to use “nkS Wlth UTM arameters (O Set the campaign parameters in the fragment portion of the URL (not recommended).

' VU IM parameters
for Google Analytics to distinguish this traffic from [ Copy URL ® Convert URL to Short Link (authorization required)

random referrals.

RESOURCES

To learn more about using Google Analytics and Goo-
gle Tag Manager, visit Google's Analytics Academy and
take their free online courses. You can also stay tuned
to the analytics section of the Portent Blog for more of
our commentary on developments in the industry.

See examples of how Portent has helped companies

like yours produce real, business-changing results. o PORTENT

https://www.portent.com/services/analytics



https://support.google.com/analytics/answer/2637192?hl=en
https://support.google.com/analytics/answer/1319312?hl=en#Direct
https://ga-dev-tools.appspot.com/campaign-url-builder/
https://analytics.google.com/analytics/academy/
https://www.portent.com/blog/analytics



